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Abstract
This paper proposes and tests a design method for Eating Design, a sub-discipline of Food
Design. The proposed design method focuses on the fact-finding phase of the design
process and aims at generating data that can then be used by designers to create design
ideas and final design solutions for eating events. The method aims at producing new
meanings on aspects of the eating events, in order to be subsequently used to generate
design solutions that present a radical change in meaning. The proposed method employs
the use of a visual tool called Visual Explorer used mainly as a leadership tool, and
therefore new in design research. In order to make the proposed method specific for
generating data for the design of eating events, the Five Aspect Meal Model has been
adopted as its structure. The method has been tested using two different samples: a users
sample and an interpreters (experts) sample in order to compare the results. The method
has produced dialogues which have been transcribed and analysed using thematic analysis.
This allowed generating two different sets of themes representing the characteristics of
people’s ideal eating events. The two sets of themes have subsequently been tested in a
workshop where designers used the given themes as the bases to create design ideas and
design scenarios for an eating event. Results show that the themes were easy to use and
understand and were indeed adequate for the generation of ideas and design scenarios for
eating events. Some of the final design scenarios also seem promising in potentially being
developed into design solutions presenting a radical change in meaning.
Keywords: design methods, eating design
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Introduction
This research proposes and tests a design method for Eating Design, a Food Design
sub-discipline. Eating Design focuses on the design o any eating situation that involves
people interacting with food; the interest does not lie exclusively on the food product, the
eating environment or the service, but rather on a combination of all those factors.
The design method proposed aims at generating data for Eating Design. Considering
Osborn’s (1953, p. 86) process for problem-solving, divided into Fact-finding, Ideafinding, and Solution-finding, this design method is designed for fact-finding, or for finding
those data that will allow idea-finding. This design method could also be used in Cross’
(2008, p. 30) Exploration phase (see Figure 1), or in John Chris Jones (1970, p. 80)
Design Situation Explored phase (see Figure 2).

Exploration
Generation
Evaluation
Communication
Figure 1
Source: Cross (2008, p. 30)

Brief issued

Design Situation Explored

Problem Structure Perceived or
Transformed
Boundaries Located, Sub-solutions
Described and Conflicts Identified
Sub-Solutions Combined into
Alternative Designs
Alternative Designs Evaluated and
Final Design Selected
Figure 2
Source: modified from John Chris Jones (1970, p. 80)

The objective of this research is therefore to propose a design method for the generation
of data that can then be used to create design ideas which will then become design
solutions for an ideal eating event. The proposed method is called Data for Eating Design
(DED).
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Designing for Meanings
The interest in creating a design method for Eating Design is based on evidence of the
fact that people are happier by spending money to acquire life experiences than by
spending money to acquire material possessions (Van Boven, 2005). Moreover
experiences seem to be less prone than material possessions to create disappointment
and regret (Van Boven, Campbell, & Gilovich, 2008). Eating events are moments to be
lived, experienced and remembered.
As Lakoff and Johnson (1999) explain, the mind is not separate and independent from
the body, and knowledge is shaped by the body. Experiences are therefore what
transform the interaction between our body and the external world into knowledge.
Experiences are the way we transform reality through our knowing interactions (Johnson,
1991). Meanings, then are determined by embodiment and are subjective and
determined by the external world as well as the internal (Lakoff & Johnson, 1999).
The mechanisms of experience in relation to design and designing has long been
investigated (Desmet & Hekkert, 2002, 2007; Hekkert, 2006; Norman, 2002, 2004;
Ortony, Norman, & Revelle, 2005). These studies seem to suggest that designing more
meaningful experiences should be the ultimate design goal. Verganti (2009) argues that
more meaningful experiences are created by a radical change in meaning.
As Verganti (2009) says, management literature is characterized by two major findings.
The first is that radical innovation is one for the major sources of long-term competitive
advantage. The second is that people do not buy products but meanings. Analysts have
shown that every product and service has a meaning. Firms should therefore look beyond
shapes, features and functions and investigate on the meaning that users give to
products. A series of studies conducted by Verganti and other authors introduce the idea
of Design-Driven Innovation (Dell'Era, Marchesi, & Verganti, 2010; Dell'Era & Verganti,
2009; Jegou, Verganti, Marchesi, Simonelli, & Dell'Era, 2006; Verganti, 2006, 2008).
Through the analysis of the most important Italian companies producing furniture Verganti
describes the process that makes these companies so successful, which is called
Design-Driven Innovation: a process which allows a company to create its own vision and
proposal and to develop a radical new meaning and language.

Figure 3
Examples of products designed through Design Driven Innovation: Metamorfosi by Artemide; Nintendo
Wii; Anna G by Alessandro Mendini for Alessi; Egidio by Mattia Di Rosa for Alessi; Bookworm by
Kartell; iMac G3 by Apple. Examples from (Verganti, 2009)
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Dosi (1982) introduced two approaches to innovation: market-pull and technology-push.
Verganti (2003) on the other hand, described a design push approach that is
complementary to market-pull and technology-push. Design-driven innovation implies a
radical innovation of meaning, as it does not provide an improved interpretation of what
people already mean by a certain object, but it proposes a different and therefore
unexpected meaning.
Designing a product or an event based on a new meaning creates a more meaningful
experience. For this reason the aim of the design method that this research proposes is
to produce new meanings designers can use to generate design ideas and subsequently
new design solutions for eating events.

Proposing a new design method
DED is a method that aims at creating data that summarize participants’ ideal eating
situation, and for this reason it investigates people’s experiences. Sanders (1992, 2000,
2001) has pioneered the ‘what people do, say and make’ approach to investigate
people’s path of expression through memories as well as dreams. The author uses
observation and interviewing methods as well as generative toolkits which produce visual
material and artefacts. The power of visuals in design methods has been demonstrated
by a variety of studies (Chamorro-Koc & Popovic, 2009; Chamorro-Koc, Popovic, &
Emmison, 2008, 2009; Frascara, 2002; E.B.N. Sanders, 2000, 2002; Sleeswijk Visser,
Jan Stappers, Van der Lugt, & Sanders, 2005), and the use of different generative tools
seem to be appropriate in all phases of the design process: fact finding, idea finding, and
solution finding (E. B. N. Sanders & Stappers, Expected publication date 2012).
DED employs Visual Explorer (VE), a tool and a technique designed by Center for
Creative Leadership (CCL®). VE is based on the assumption that visual images can
enhance thinking, relating, meaning-making and communication, and story-telling through
the creation of metaphors (Centre-for-Creative-Leadership, 2007). The VE tool consists
of a set of images which are used in the VE technique which enables dialogue (Palus &
Drath, 2001): participants use the images to communicate through metaphors, and new
meanings arise from the dialogue which is constructed following the Star Model a
technique adapted from Montague Ullman (Palus & Horth, 2002; Ullman, 1996). The
choice of using VE instead of other visual tools, refers to the fact that VE triggers
metaphorical thinking which constitute the base of our conceptual system (Lakoff &
Johnson, 1980) and therefore it allows new meanings emerge from a discussion (Palus &
Drath, 2001).
A method of data collection for ‘what people do’ (E.B.N. Sanders, 2002) like observation
or self-observation would not produce deep insights on people’s experiences like visuals
can do; and a method of data collection for ‘what people say’ (E.B.N. Sanders, 2002) like
interviews or surveys would not generate new meanings like VE does eliciting
metaphorical thinking through a group discussion. Among other method for data
collection that employs visual for ‘what people say’, VE was considered appropriate to be
used specifically in the fact finding phase of the design process because it produces
group discussion where meanings can emerge. Generative tools producing artefacts
seem to produce data more relevant in the idea or solution finding phases, whereas other
tools producing visuals, even though they elicit metaphorical thinking in a group setting,
they do not apply a specific technique like the Star Model (Palus & Horth, 2002; Ullman,
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1996) that allows people to ‘put something in the middle’ where communal meanings are
formed.
In order to make sure that the method produces data on the ideal eating event, VE has
been structured on the Five Aspects Meal Model (J. S. A. Edwards & Gustafsson, 2008;
Gustafsson, Ostrom, Johansson, & Mossberg, 2006), a model presenting the five main
aspects that influence the eating experience: product, room, meeting, atmosphere and
management control system. The FAMM has been chosen among the other
categorizations of the factors influencing the eating experience (J.S.A. Edwards, 2000;
Gains, 1994; Gustafsson, et al., 2006; Macht, Meininger, & Roth, 2005; Schutz, 1995)
because it is a categorization that does not consider subjective and behavioural
characteristics (e.g. mood, expectations, somato-physic state and attitude towards
hedonism).
In order to access its validity, the proposed method has been tested with two studies that
simulate the first two steps of the design process. Study 1 simulates the use of the
proposed method itself in the fact finding phase of the design process. Below is described
how DED’s tool and technique are used, how to apply the particular structure that makes
this method generate data for the design of eating events, and what method of data
analysis is used in order to generate the final data.
Study 2, on the other hand, uses the data generated by the design method (in Study 1),
and ‘tests’ them in a workshop that simulates the idea finding phase of the design
process. Study 2 introduces a scenario where designers are given the data produced with
DED, and use them to generate new ideas for the design eating events.

Using DED
Study 1 aims at using DED and producing a set of themes on the ideal eating event. The
study is a simulation of the way DED should be used and presents a possible set of
themes which can then be used to generate new ideas for the design of eating events.
The method of data collection that is used in DED combines the Visual Explorer tool and
technique applied to it a structure created on the Five Aspects Meal Model (FAMM).
This method of data collection can generally be considered similar to a Focus Group;
however these tool and technique create a very specific type of focus group.
In this study two sets of focus groups were conducted. Each focus group was conducted
1
on a different day with a different group of participants, users and interpreters . In each
day the focus group has been conducted in the same way, using the same tool and
technique.

Sample

Day 1
Users

Day 2
Users

Day 3

Day 4

Interpreters

Interpreters

Table 1
Division on sets of focus groups according to sample

1
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The structure of each day was constructed on five different sessions. Each session
used the same tool and technique, but focuses on one different topic that participants
2
were asked to engage with .

Sample
The Visual Explorer Facilitator’s Guide suggests that a session should have between 3
and 5 participants (Palus & Horth, 2010, p. 30). In this study, the aim was to have 5
different participants in each focus group.
Following Verganti’s contribution, the aim of this research was to produce data for the
generation of ideas that introduce ideally a radical change in meaning. Verganti (2009, p.
133) suggests that a crucial part in obtaining such results is using interpreters as
opposed to users. This study integrated Verganti’s notion of interpreters as one sample of
participants. Study 1 also used a sample of users in order to compare the final results.
The sample of users consisted of nine volunteers among PhD and Master students (five
on Day 1 and four on Day 2). The sample of interpreters consisted of 7 volunteers whose
area of interest/research/study is complementary to the Eating Design discipline (four on
Day 3 and three on Day 4). Among the interpreters there were two postgraduate students
in hospitality management with work experience in the same industry, a food science
student, a chefs, a lecturer in hospitality management, a culinary business development
team leader for a multinational company, and a lecturer and award winning artist working
with metals and producing objects like spoons, bowls, teapots, beakers, jars and trays.
Two focus groups were conducted with each sample of participants. All focus groups
were conducted with the same tools, techniques and sets of framing questions.

Tool
The tool itself is a set of 216 letter size images deliberately different and global in subject,
context and aesthetic, representing the spectra of human condition. These images
support and facilitate the dialogue that is created with the Visual Explorer technique.

Technique
The Visual Explorer Technique follows five different steps. These are described in the
Center for Creative Leadership website (Centre-for-Creative-Leadership, 2011) and in the
Facilitator’s Guide (Palus & Horth, 2010). The same technique was applied to each
session, where only the framing question would change.
Frame. In this step participants received instructions on how the focus group was going
3
to be conducted and were given the framing question on which the Visual Explorer
technique revolves around. Participants were asked to reflect on it.
Browse. During the previous step the images were placed on a big table placed on one
side of the room. Participants were asked to browse the images keeping the framing
question in the back of their mind.
2
3

See below: ‘Structure’
See below: ‘Structure’
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Reflect. In this step participants reflected on the picture they chose writing down their
thoughts on the worksheet.
Share. In this step participants shared their views and thoughts on the framing question
presenting to the others the image their chosen following the star model; here is where
discussion happens and meanings are created.
Extend. In this step participants have form 5 to 10 minutes to extend the conversation in
whatever direction was important to the group and make notes on any shifts in
perceptions, insights, or feelings about the topic.

Structure
The framing question introduces to participants the topic that should be discussed using
the Visual Explorer Technique. Being the aim of DED to produce data to be used
specifically to generate new ideas for the design of eating events, the framing questions
should introduce topics that elicit discussions on eating situation. For this reason the
framing questions have been designed on the Five Aspects Meal Model (J. S. A.
Edwards & Gustafsson, 2007).
The FAMM is used as a structure for the Visual Explorer technique. The five aspects of
the meal have been adapted into five questions. Each question has been used in one
session. During the five sessions participants had the opportunity to discuss all the
aspects of the ideal eating situation.

Session
1

Aspect (FAMM)
Meeting (customerservice staff)

2

Meeting (customercustomer)

3

Room

4

Product

5

Atmosphere and
Management Control
System

Question
How would you define an ideal service? How would you characterize the
ideal service staff of an eating situation?
How would you define an ideal companion during an imaginary new eating
situation?
How would you imagine the ideal eating situation in terms of other people
eating around you?
How would you describe an imaginary space for it to be your ideal eating
space? What are the elements that define an ideal eating space?
How would you describe an imaginary food for it to be your ideal food?
What are the elements that define an ideal food?
What do you think makes an ideal eating situation? When does eating
become extraordinary?
Table 2
Framing question for each session

Data Analysis
In the analysis of the data of Study 1, themes were indentified in an inductive way (or
‘bottom up’ way) instead of a theoretical way (or deductive or ‘top down’ way). An
inductive approach does not try to fit themes into a pre-existing coding frame, and the
themes identified are linked to the data themselves (Patton, 1990). In this analysis the
themes in fact emerged from the data and a coding frame was not used. Even though the
method of data collection is structured on the FAMM, it did not influence the analysis in
the definition of the final themes.
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With regard to the ‘level’ at which themes are identified (Boyatzis, 1998), this analysis
focuses on the semantic or explicit level, rather than the latent or interpretative level.
The latent level aims at identifying the underlying data through assumptions and
conceptualizations. The semantic level, on the other hand, identifies themes from the
explicit meanings of the data, without looking beyond what a participant has said (Braun
& Clarke, 2006).
From an epistemological point of view this analysis is conducted from a constructionist
perspective, because the method of data collection, and the choice of the Visual Explorer
technique in particular, implies that meaning and experience are socially produced and
reproduced, rather than inhering within individuals (Burr, 1995).

Method of Data Analysis: Thematic Analysis
The aim of the data analysis is to generate themes that can then be used by designers to
create design scenarios for eating events. The method of data analysis employed by
DED should therefore aims at creating a series or themes on the ideal eating event in
terms of product, room, meeting, atmosphere, and management control system.
The data set analysed consists of the transcript of the discussions participants had during
the step Share of the four focus groups. The choice of method of data analysis was
influenced by the type of data to be analysed, in this case text. Moreover the method of
data analysis is determined by the researcher’s interest in the textual surface or the
meaning of text (Beaugrande & Dressler, 1981; from Titscher, Meyer, Wodak, & Vetter,
2000, pp. 22-23). A similar distinction is proposed by Tesch (1990), who divides the
analytical approaches that focus on the use of the language (i.e. conversation analysis,
discourse analysis, symbolic interactionism and ethnomethodology) from those
approaches which aim at understanding the views and cultures of those being studied.
This research, aiming at producing a series of themes representing the concepts created
by people’s discussion, focuses on the textual surface of the data.
The method of data analysis chosen for this research is Thematic Analysis, because the
emphasis is on the content of a text, on ‘what’ is says more than on the ‘how’(Riessman,
2005). Even though thematic analysis is not univocally recognized (Boyatzis, 1998; Ryan
& Bernard, 2000; Spencer, Ritchie, & William, 2003), Braun and Clarke (2006) argue that
thematic analysis should be considered as a method of qualitative data analysis in its
own rights.

Instruments
The analysis of the data from Study 1 have been analysed using the software Nvivo.
Nvivo is an analytic tool that has helped managing the coding process during all the
phases of the analysis. Given that the researcher has a crucial role in the analysis, and
that analysis is only possible thanks to the researcher’s conceptual stills (Coffey &
Atkinson, 1996; Weitzman, 2000), in this research Nvivo has been the adequate analytic
support throughout the different phases. Below I will explain how Nvivo features fulfilled
the requirements in this analysis.

Procedure
In analysing the data form Study 1 I have followed Braun and Clarke’s (2006) step-bystep guide to thematic analysis which includes six phases described below. Data from
both samples have been analysed separately following the same process. I have first
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analysed the data from the users sample, and once finished, I have analysed the data
from the interpreters sample.
The analysis was conducted on the transcription of the discussion of each session from
both days. Each phase of the analysis was conducted on the following data items:
transcription of Day 1 (session 1 to 5) and transcription of Day 2 (session 1 to 5).
Familiarizing with the data. The recorded dialogues were transcribed by a company of
professional transcribers. Before starting the analysis the transcripts were checked back
against the original recordings for accuracy. Comparing the recording with the text was
useful to start familiarizing with the data.
Generating initial codes. In this phase initial codes were produced from the data. The
transcriptions were read and each extract considered of interest was coded organizing
the data into meaningful groups (Tuckett, 2005). Codes are features of the data that
appear interesting to the researcher, and refer to the row information that the researcher
assesses in a meaningful way regarding the phenomenon investigated (Boyatzis, 1998,
p. 63).
Searching for themes. For this phase Braun and Clarke (2006, pp. 89-90) instruct to
combine different codes into broader potential themes, and to essentially start analyzing
the codes trying to understand how different codes may combine to create overarching
themes. Nvivo allows to create a hierarchy of tree nodes, where main nodes contain subnodes.
When combining sub-nodes together under the same node, six main nodes that reflected
the six main topics of conversation were created: Companion, Others, Service, Food,
Environment, More. The last main node ‘More’, groups those nodes that did not
specifically refer to one of the other five topics, and that freely emerged from the
conversation.
Reviewing themes. In this phase Braun and Clarke (2006, pp. 91-92) propose two
different steps. In the first step the analyst should review all the data extracts for each
node and consider whether they are coherent to each other and to the node itself. In the
second step I read again the entire data set in order to consider individual nodes in
relation to the entire data set, and whether the final nodes reflect the data set as a whole.
Defining and naming themes. This final phase I consider being described more in detail
by Ritchie et al. (2003, pp. 237-244). They describe the three key steps being: detection,
categorization and classification. Throughout these steps the extract is interpreted on
different levels of abstraction creating in the end the final themes.

Themes
The result of the analysis of the two sets of data resulted in two different groups of
themes: a group of themes produced from the analysis of the users’ discussion, and a
group of themes produced form the analysis of the interpreters’ discussion.

THEMES FROM USERS SAMPLE
People connections
Mirroring
Discovery/Curiosity
Observing/Curiosity
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THEMES FROM INTERPRETERS SAMPLE
People connection
Mirroring
Discovery/Curiosity
Observing/Curiosity
Focus on food

Francesca ZAMPOLLO
Focus on food
Sharing
Options
Letting go
Seeking the Unexpected
Seeking what’s new
Control
Needs/ Availability
Awareness of origin
Privacy
Engaging with strangers

Sharing
Eating plus
Possibilities
Immersion
Emotional
Additional entertainment
Uniqueness
Differences
Appreciation of food
Act of love
Access memories
Part of yourself (chef/cook)
Closeness to food
Circle
Disconnection
Openness
Changes
Blending with environment
Closeness to nature
Look for feedbacks
Recognizing achievements
Table 3

Themes from the attitudes group for both users and interpreters sample

Different perspectives of users and interpreters’ themes
An evident, and possibly expectable, characteristic that differentiate the themes of the
two samples is the perspective of some of the themes: some of the interpreters’ themes
represent the ‘management’ perspective (or the waiting staff or chef’s perspective), of
those who control the eating situation, whereas the users’ themes only represent the
‘customer’ perspective, of the person living and ‘receiving’ the eating situation.
Among the interpreters’ themes there are in fact themes that represent a waiter or a
manager or a chef’s point of view. This is the case for example of Recognizing
achievements which focus on the importance for the waiting staff to recognize what they
have achieved in order to appreciate their work.
Another example is Look for feedback, a theme explaining the importance for the
waiting staff to observe the customer as a source of for what is necessary to do, or for
understanding his experience.
Another interesting feature of the Interpreters’ themes produced by this difference in
perspective, is the number of themes that concentrate on food being higher than the
users’. In the attitudes group, besides Focus on Food which they have in common, the
users’ sample only has Awareness of origin, whereas the interpreters’ sample has
Appreciation of food, Act of Love, Access to memories, Part of yourself
(chef/cook), Closeness to food and Circle.
Awareness of origin has similar shares of meaning to Appreciation of food, even though
the latter goes on deeper levels of meanings. Awareness of origin shows the interest in
knowing where the product comes from; more interestingly it shows the appreciation in
the local produce as unique, because representative of the area and the producer where
it comes from. Appreciation of food, on the other hand, reflects these same concepts but
also a deep, profound respect for the row, primary components of food: respect and
appreciation for what nature produces and for nature itself.
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What is even more interesting are the two themes Act of Love and Part of yourself
because they not only refer to the interpreters’ perspective we have already discussed,
but they also emphasise in particular the chef or cook perspective.

Themes repetition
Users and interpreters’ themes had six themes in common, themes that have the same
fundamental meaning: People connection, Sharing, Focus on Food, Mirroring, and
Discovery/Curiosity, Observing/Curiosity. People connection considers eating an
opportunity to connect with another person. In the users’ theme the focus is on eating as
a way to join to people together, reconnect with family members, as well as discovering
the other person. In relation to service, People connection is about valuing the waiter and
its suggestion as well as connecting with him. A participant in fact says:
And I think that for me it shows the close relation between – sometimes it happens then
when you have like a close relation with your customer and like a friendship or this kind
of thing. That’s what I see here. It happens sometimes. They just pay attention [??
0:19:14] talk to you and you talk to them and you feel like a special relation with them
and you try to serve them like nice, a better way than you do because you like the way he
treats you. So this is like maybe a customer and a waitress relationship or this kind of
thing.
In the interpreters’ theme the focus is on eating as a way to enter the other person’s
world, discovering the other person through conversation; sharing a meal has the power
to create these intimate and profound situation of connection. In relation to service, the
different perspective of interpreters comes up again, focusing People connection on
creating a relationship with the customer based on trust and respect:
And the four players here coming towards you so they’re bending towards you and that’s
embodying the fact they want to work around you.
Sharing is represented with different shades of meaning. For users Sharing implies a
journey, a moment to be lived and shared with another person, as well as dividing
something tangible and the sense of togetherness that comes from eating a part of what
was a whole. For interpreters on the other hand, Sharing also implies the necessity of
eating with someone else, as the only way not only to really appreciate food, but also to
give meaning to the eating situation.
Focus on food is for both samples the theme that brings the attention to food as the
most important element of the eating situation and the element where the focus should
go. The theme Discovery/Curiosity represents both users and interpreters indication
that an ideal eating situation also allows to enrich oneself by learning about and
appreciating other cultures or other people, or old traditions brought back eating a dish
made with an old recipe. Moreover this theme underlines the beauty of discovery through
curiosity.
Observing/Curiosity is instead the theme that defines people’s curiosity towards other
people eating around, and the habit to observe them as well as listening to their
conversations; other people around even seem to be the entertainment of the eating
situation and is found in both users and interpreters’ data. Participants in fact have said:
But still being alive and being the characters, people that would for instance if you turn
around you could observe without intervening. And get sort of… Because I like
observing people, sort of to have a character that minds their own business probably
would be the best people seated around. [...]
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Similarities and differences
The two sets of data also generated different themes that share some similarities or
themes or that present opposite concepts. The users’ theme Options and the
interpreters’ theme Changes for example are similar in representing people’s preference
for choosing the preferred option and even manipulate the elements to reach the desired
arrangement. Changes though also mean preferring those situations where the space, for
example, can be modified according to requirements, not necessarily be modified by the
customer during his own eating experience.
Two themes that might seem similar but that are actually quite different are Privacy, a
users’ theme, and Disconnection, an interpreters’ theme. Privacy introduces people
necessity to live the eating situation as a private moment to be shared with the
companion/s, and therefore other people’s behaviour should allow that. Disconnection, on
the other hand, talks about a profound separation between groups, not only physical with
groups positioned far apart from each other, but also emotional considering others being
‘outside’ of the own experience and not deserving of being considered as an element of
the eating situation:
Because for me, people are part of the environment. I don’t feel like people are people.
It’s difficult to explain.
Privacy is also a theme that represents the opposite of Engaging with strangers, also a
users’ theme. Engaging with strangers is the opposite of Privacy in that it expresses
people’s interest in engaging with waiters or other people around, and for example
embrace the awareness of being observed (besides observing themselves).
Other themes that are similar but that vary in some shades of meanings are the
interpreters’ theme Possibilities and the users’ themes Seeking the unexpected and
Seeking what’s new. The theme Possibilities includes the openness to new situation
and things never tried before, accepting the possibility to be amazed as well as recognize
the beauty in simplicity:
you want people to be open to the new idea of trying new food, fresh food and appreciate
how you know the hardship of preparing food. And yes that’s it.
Seeking the unexpected and Seeking what’s new too refer to the same general ideas, but
due to the amount of coding creating two different themes was more true to the data. In
fact the two themes refer to the two separate attitudes of seeking the unexpected, the
surprise and the thrill that comes with it, and seeking for what we have never tried before.

Testing the Themes
In order to test whether the themes produced by DED are enough and adequate to
generate design ideas on the ideal eating event, Study 2 has been conducted with a
group of 51 MA Design students. Students took part in the Design Direction Workshop.
The Design Direction Workshop is one of the ‘tools’ proposed by Jegou et al. (2006, p.
43) that can be used to identify new meanings and languages (2009, p. 180). The Design
Direction Workshop in particular transforms the research findings accumulated during the
previous step (which are here substituted by the themes produced by DED) into possible
design scenarios. At the end of the workshop ‘some of these scenarios may be closer to
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the current meaning, and others, [...] may envision radical change’ (Verganti, 2009, p.
183).
The 51 students were divided into 2 rooms, and in each room there were 5 groups of 5-6
participants. The groups in room 1 worked with the themes produced from the users
sample and the groups in room 2 worked with the themes produced in the interpreters
sample. At the end of the workshop each group selected the final design scenario and
filled in a questionnaire investigating their opinion on using the themes within the tasks
they were given.

Conclusions
The results from the questionnaires showed that participants did generally find the
themes easy to work with and understandable. Some found the themes even stimulating
and that they excited their mind. Participants noticed that they ‘helped to trigger key
words and talking points’, and most importantly that they raised ‘ideas one may not think
of’. The problems reported were mainly related to the difficulties of working in groups and
to the time given for the conduction of the workshop, which was considered as not
enough. The common suggestion that followed the minor complaints about the
understanding of the themes was to accompany them with visual examples. This was
taken into consideration when planning the workshop, but it was concluded that an image
representing the meaning of a theme would have been not only difficult o find in some
cases but also too constricting: an image would have not conveyed the multiple facets of
the meaning of the theme.
These results show that the themes produced by DED were in fact enough and adequate
to be used to generate design ideas. The results also show that themes produced form
the users sample were as adequate as those produced from the interpreters sample to
generate ideas and design scenarios. Participants had generally the same opinions on
the use of the two groups of themes and all groups from both rooms were able to
generate different design scenarios and choose the final one.
Although as it was expected not all final design scenarios propose original ideas, some
seem would have the potentials to be developed in final design solutions representing
new meanings. Among the most promising design scenarios we find: InteractionCommunity, on line communities meeting at a certain location to eat what each one
brings; Pop up memory!, a temporary installation where tastes and smell would make
people’s memories resurface; Private dinner, a pop-up restaurant where people can buy,
cook and eat their own food for a completely private and personal dining experience;
Driven by Smell, an eating situation where every choice of food is driven by the sense of
smell only; Extreme eating, which explores the combination of eating and extreme
activities in extreme settings.
In conclusion, the proposed design method DED generated data (themes) that, used in
the Design Direction Workshop, generated design scenarios for eating events. Some of
the final design scenarios seem to be promising for the development of final design
solutions which, if further developed, seem promising in proposing a radical improvement
in meaning. Hence this research shows that DED can be the appropriate design method
for the fact-finding phase of a design process aiming at generating eating events which
have the potentials for proposing a radical change in meaning.
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